Marketing as Constructive Engagement (Macro)marketing
As I suggested, the ideas of the (macro)marketing discipline, if not necessarily the name, have existed for millennia. Indeed, prior conceptualizations of marketing essentially seem to be what many scholars would now largely view as macromarketing. At this juncture, it might be helpful to address briefly the alleged micro and macro dichotomy. I do not believe that a dichotomy actually exists-precisely because all micromarketing activities occur within and thus derive meaning from some larger marketing system (see, e.g., Hunt 1981; Layton 2007; Lusch 2006)--though the extent of broadly meaningful impact from any particular marketing activity could be reasonably debated. Therefore, I have deliberately chosen to use the word "marketing" rather than "macromarketing" in the title of this essay and to reinforce some shortcomings of the current definition; note that I occasionally use the parenthetical attachment "(macro)" before "marketing."
So, although macromarketing is a relatively recent academic discipline and remains a somewhat nebulous construct, the essence of markets and marketing and their impact on societal welfare are old as humanity. Indeed, our species perhaps should be described as Homo marketus (Shultz 2005) .3 We are the marketing animal. From the moment our ancestors crawled from the primal ooze and learned that cooperation and division of labor would abet survival, markets and marketing soon must have become integral to the processes of societal development. Entire societies and civilizations were organized accordingly. From the Fertile Crescent to Madison Avenue, we have been marketing, for better and worse. This long history is not adequately represented in the current definition, indicating that the definition may remain too focused on "micromarketing," despite the inclusion of "and society at large" at its end.
(Macro)marketing in a World of Dilemmas
Readers will recall that (macro)marketing fundamentally is concerned with the context of market(ing) problems and with solutions in relation to the welfare of the stakeholders of a marketing system or systems over time; moreover, the system in which marketers function is increasingly global, thus rendering everyone a stakeholder.4 The suggestion of a temporal dimension of this articulation draws attention to social traps: Marketers and consumers often engage in selfish activities that provide short-term benefits, sometimes with long-term harmful consequences to others and, tragically, even to themselves (e.g., Fisk 1981; Hardin 1968; Nason 2006; Shultz and Holbrook 1999). Thus, at least two (macro)marketing objectives are (1) to examine trade-offs required to overcome the sirens' song of immediate gratification and (2) to optimize outcomes for the largest number of stakeholders in a marketing system not only now but also for future generations. Distillation of the broad and varied literature reveals (macro)marketing as an amalgam of markets, marketing practices, and marketing systems; aggregations in the forms of units, consumers, firms, governments or other organizations, societies, regions, countries, and global alliances; social traps and commons dilemmas; and, now, subspecializations that address competition and markets, development, ethics or distributive justice, global policy, the environment, history, quality of life, and relevant ideas from myriad other disciplines. On reflection, the term "macro" may understate the orientation; perhaps "iibermarketing" is more fitting. Nevertheless, comprehensive, eclectic, and inclusive conceptualizations, methods, practices, and definitions are useful in the complex world of dilemmas in which Homo marketus now dominates.
Consider a brief list of public policy topics relevant to marketing: globalization; environmentalism; energy; trafficking of weapons, people, drugs, and nuclear materials; cartels and malevolent alliances; religious and cultural intolerance; intellectual property rights; economic transition and/or development; public health crises (e.g., poverty, malnutrition, contaminated water, homelessness, malaria, and pandemics, such as HIV/AIDS, avian flu, cholera, and ebola); genetic engineering; societal angst and anomie; historical lessons (both learned and not learned); poor/despotic governance; and war. These topics are replete with dilemmas. Macromarketers understand that many of these topics interact with other forces; they are parts of broader systems and systemic failures. They require difficult choices. One choice is a decision to engage them-and factors that predict them-in scholarship and practice, with all the richness that is (macro)marketing.
In a finite global biosphere shaped by political and economic interests, all people are affected by one or more of the aforementioned problems. Governments, managers, and citizen consumers wittingly or unwittingly face dilemmas and regularly make choices that compound or help ameliorate them (see also Hunt and Vitell 2006). The current definition of marketing does not readily draw attention to them; ironically, however, failure to engage them without the eclectic toolkit of (macro)marketing may lead to disastrous results for Homo marketus. The following text offers a macromarketing synthesis as a possible framework to reorient marketing activities toward broader societal outcomes to the benefit of multiple global stakeholders of markets, marketing, and policies that affect and are affected by them.
A Macromarketing Synthesis
The synthesis requires envisioning marketing beyond the current definition-that is, construing marketing as constructive engagement. Here, I borrow from the literature in law and diplomacy (e.g., Forcese 2002) and social psychology (e.g., International Center for Cooperation and Conflict Resolution 2006). The theory and subsequent policy of constructive engagement argue for prosocial interactions among individuals, groups, firms, communities, and/or countries that are enmeshed in polarized and frequently intractable or destructive conflicts. Parties to the conflict can clash over any number of issues, though I submit that 31 thought I had cleverly coined this term and also the less elegant, Homo marketicus, but a quick Google search revealed several references to "him" (us), including entries in French, Polish, and Russian. 4The purpose of this essay is not to recount the origin, evolution, foci, and various definitions of the academic field of macromarketing; readers interested in those topics are directed to the review and discussion in Shultz (2007 Taylor and Omura (1994) suggest that the efficacy of engagement should be assessed using several criteria, including behavioral interdiction, historical perspectives, apoliticalness, nonuniversality, and internal and external forces.
The preceding body of work from several disciplines provides an impetus for a possible synthesis of ideas and practices. Figure 1 illustrates a plausible macromarketing synthesis for constructive engagement in a global marketing system. It is not intended to be exhaustive, given the extraordinary complexities of history, culture, politics, people, and the innumerable filters through which we view them, nor is it intended to serve as a linear protocol for decision making. Rather, it is presented here simply to demonstrate the relevance of macromarketing and its academic subspecializations to seemingly intractable dilemmas relevant to the survival or possible demise of Homo marketus. I use the dilemma of war versus constructive engagement to illustrate a possible application of a macromarketing synthesis. War is an extreme example; it is inherently destructive and has global high-stakes repercussions for marketers and citizen consumers. Note also that many other societal problems I listed degrade humanity and exacerbate tensions and thus foment hostilities that can spiral into war, causing still more destruction and suffering.
Political Considerations
In general, the model in Motives for engagement principally included economic gain (e.g., access to physical goods, human resources, and markets) and/or societal welfare, and official policy was driven by interests in outcomes that affected both, though perhaps in unbalanced or dysfunctional proportions. Tuchman (1984) writes eloquently of the dysfunctional path, or the "march of folly," often chosen by policy makers, from Troy to Vietnam, in which leaders made poor decisions that result in inevitably poor outcomes.5 Conversely, a macro- Insights from the macromarketing orientation favor such constructive engagement, which is manifested in marketing and development. Possible examples include various forms of aid; foreign direct investment; mutually beneficial political, cultural, economic, technological, academic, and professional exchanges; and ecotourism. All potentially produce long-term benefits by bolstering the indigenous marketing systems and by connecting the elements of "country" to global marketing systems. Win-win outcomes for external and internal stakeholders are expected to follow, as measured by improvements in quality of life.
Critics might contend that most, if not all, wars occur because constructive engagement fails; despots or despotic systems emerge, forcing military options with the objective of restoring minimally acceptable marketing systems, at least as determined by external stakeholders. I submit that despots and despotic systems do not emerge in a vacuum; they are created by failures that can be traced to disregard for ethical decision making, to a lack of concern for distributive justice, and/or to historical ignorance. Critics might also argue that constructive engagement, however well intentioned, can produce suboptimal outcomes that must be corrected. This criticism is fair-thus, the inclusion of a feedback loop from quality-of-life measures back to the external and internal stakeholders, to determine whether the various forms of engagement are indeed constructive and to encourage the best possible outcomes for the largest number of people, preferably in ways commensurate with the values of external stakeholders (e.g., Osgood 1962). Note that a similar, "belated" feedback loop is provided for the nonmacromarketing orientation. Short of Armageddon, war eventually necessitates reconsideration of policy, which will result in still more war, isolation, or some form of constructive engagement.
Managerial Considerations
The public has good reasons to encourage macromarketing, but managerial considerations also support a macromarketing orientation (Zif 1980 decisions have huge impacts on macro interests. The artifacts of Homo marketus, the marketing firms (e.g., oil companies, consumer-goods companies), arguably have the greatest impact on the global ecosystem in which we all have stakes. Whether this reality is good can be debated, but to ignore it is to eliminate an important and possibly fruitful conduit for meaningful research that can improve marketing systems and ultimately enhance quality of life. Moreover, including micro or managerial orientations creates opportunities to persuade managers to view their vested interests in desirable macro outcomes. Such inclusion positions the marketing firm as a potential vanguard of constructive engagement and may also provide a possible antidote to the "little-impact" syndrome that Nason (2006) mentions.
Indeed, the growing marketing and business paradigm sweeping the globe would seem to demand the inclusion of marketers and managers in macromarketing discourse. In other words, managerial perspectives must be addressed if engagement is to be constructive. All stakeholders must have a greater appreciation for the amalgamation of consumer interests, government interests, corporate profit motives, and global concerns about sustainability. Conflicting stakeholder interests should be factored into negotiated agreements; otherwise, more powerful stakeholders (typically, micromarketers) will have little incentive to engage constructively, reducing the probability for win-win outcomes for the largest number of stakeholders engaged (Nill and Shultz 1997).
Firms with this tack in developing/transitioning/recovering markets incidentally are more likely to have sustainable commercial success. A clear understanding and respect for the broad marketing system-its history and cultural ubiquities, regulatory environment, administrative practices, ethical decision making, and tangible concern for the welfare of the people in that system-often are predictors for financial success.
Several companies have experienced problems in Vietnam because their managers did not understand several factors in that system. In my chapter for Gundlach, Block and Wilkie's (2007) book, for example, I discuss in some detail the problems that Nike encountered during the 1990s. Among those problems were labor difficulties and antagonisms with the Vietnamese government, which became a public relations nightmare that degraded Nike's global brand image. These problems are represented in the "Commercial" crooked dashed lines in Figure 1 .
Similar to many companies confronted with bad press, Nike initially stonewalled its critics (e.g., Greenhouse 1997). Eventually, however, Nike management interpreted its misfortune as an opportunity to make corrections. Interviews with Nike employees, participants in Nike's Vietnamese value chain, and Vietnamese government officials all indicate that Nike has indeed corrected policies and practices to the benefit of many stakeholders. Nike and its partners now are among the largest employers in Vietnam; they have among the most favorable working conditions and pay among the highest factory wages. Nike has refurbished local infrastructure and has commenced recycling and environmental preservation programs; it is involved in the welfare of its employees through education advancement, employee assistance, and other human-resources development programs. Some of these efforts have produced positive, unexpected consequences. Thanks to the microloan program, women have started new enterprises, which create still more jobs and lift still more people out of poverty; it has also been discovered that income-generating spouses are subject to less domestic violence (e.g., Ardrey, Pecotich, and Shultz 2006). Incentive structures and skills transfer are making Nike employees more valuable in the labor market, which creates options and drives up these employees' wages. All these outcomes are occurring in work environments that many observers believe can be a benevolent model for the country and perhaps the developing world (e.g., Fair Labor Association 2006).9
Despite a tangible shift toward a macromarketing orientation, another possible dilemma for some readers may be whether the relatively superior working conditions and wages of Nike's factories in Vietnam, which fall below generally accepted standards in the United States and Europe, should remove Nike from criticism. In a country such as Vietnam, which adds 1.5 million workers to its labor force every year and with a historically dominant government sector incapable of providing enough jobs, the Vietnamese people overwhelmingly favor the likes of Nike and support the larger policy of constructive engagement. The world community also is better off because it becomes enriched by greater understanding of and experience with Vietnamese culture and products.
In summary, a new synthesis in the form of a macromarketing orientation toward constructive engagement can render adversarial relationships more cooperative, beneficial, and sustainable. Furthermore, it can be reasonably con- 
Meaningful Marketing in the Future
As the discussion about the definition, or the essence, of marketing continues, the world is confronted with dilemmas of supreme relevance to marketers and their stakeholders. However, as the current definition suggests, few scholars and practitioners in "mainstream" marketing seem to be engaging these "big issues."
Regardless of one's position on Vietnam or any number of current flashpoints and dilemmas, solutions require constructive engagement, perhaps as illustrated in the macromarketing synthesis. At both political and managerial levels in Vietnam and potentially elsewhere, the process necessitates greater understanding of historical and cultural forces, coupled with far-reaching systemic analysis. Solutions ultimately require a willingness to invoke polices and practices that will result in some short-term costs but also better longterm benefits for stakeholders in a particular marketing system/society, as well as the larger global community.
Scholars outside marketing increasingly embrace this perspective (e. The Geo-Green Alternative," positing that the most intractable challenges-the Middle East saga, war, global warming, the rise of China, energy shortages and alternative sources, environmentally friendly technology and product development, job creation, terrorism, political repression, religious intolerance, human rights, failed states, rogue states, nuclear proliferation, fuel prices, and taxes-all are interconnected. These are tangible foci for meaningful marketing research and practice, perhaps most efficaciously examined through a new synthesis. They necessitate a sound integrative policy implemented as constructive engagement to ensure the best long-term wellbeing for countries, societies, markets, and individual consumers. In a word, they demand macromarketing.
The markets of the ancient world (e.g., the Athenian agora) were largely intended to be a benevolent place, integral to society well beyond exchange, buyer-seller relationships, or organizational outcomes (Camp 1986; see also Mittelstaedt, Kilbourne, and Mittelstaedt 2006).10 Given that the world is now the agora, it is incumbent on marketers and policy makers to drive constructive engagement as a new marketing synthesis and to make the global agora/market a benevolent place.
Marketing still has so much to offer the world. Without a definition that encourages macromarketing orientation through constructive engagement, however, the world will remain an unjust, dangerous, and endangered place. It perhaps would be unduly optimistic, even for the editor of the Journal of Macromarketing, to believe that any single research project or publication could solve or mitigate the complex challenges confronting Homo marketus. However, a research career dedicated to the interaction of marketing and society could have a positive impact. A macromarketing movement within the academy-including a definition of marketing that more readily captures macromarketingcertainly could reach critical mass to orchestrate research, managerial practice, and policy in ways that invoke constructive engagement, enhance the quality of our lives, and ensure our survival.
